Introduction Extending the life span of clothing through better quality and increased usability can result in fewer resources used in the overall clothing consumption system (Fletcher, 2008) . If people experience emotional attachment toward clothing they own, they are likely to manage their clothing with more care, for an increased life span of their clothing (Schifferstein & Zwartkruis-Pelgrim, 2008) . In this regard, it is worthwhile to explore people's attachment to clothing from a sustainable perspective. The research explored how American and Korean consumers in their twenties report attachment to their clothing. The research gives perspective to apparel designers and companies who want to design clothing to be worn for an extended time.
Literature Review 1) Emotional Attachment to Clothing and Sustainability
Clothing acts as a protective layer between a wearer and the world, so that a wearer has an intimate relationship with clothing (Collin & Aumonier, 2002) . In particular, if a person is deeply attached to clothing, he or she is more likely to handle the clothing with care, to repair it, and to postpone its replacement. In such circumstances it is unlikely for the person to dispose of the clothing, so its life is expanded. In particular, people attach to their favorite clothing significantly and keep it longer because favorites serve as storehouses of personal meanings, gender, age, and an owner's culture (Wallendorf & Arnould, 1988) . Kim (1999) explained that a user perceives clothing based on his or her cultural background associated with clothing. In this regard, approved and preferred design attributes of clothing may be different depending on a user's cultural background. Thus the way users attach to clothing is different depending on their culture (Overby, Gardial, & Woodruff, 2004) .
2) Attachment to Clothing and Cultural Context
Method As a pilot study, 5 participants (1 male and 4 females) were interviewed about their favorite and long-used clothing. Based on the findings, survey questions were developed. In this research, 89 American (age; m=22.61, SD=2.49, and 91 Korean university students, consumers in their twenties (age; m=21.46, SD=1.45, , participated in the survey and were asked to answer 8 open-ended questions in the following categories: (1) demographic questions;
(2) open-ended questions regarding clothing they were most and least attached to (3) open-ended question regarding sustainable design constraints in their clothing. To facilitate participants' understanding, we introduced a brief definition of apparel sustainability at the beginning of the survey and we used the words 'favorite and long-used clothing' instead of 'clothing attachment' to facilitate responses to the survey.
